Abstract: Wine tourism marketers frequently seek new ways to promote destinations, often executing ecologically sustainable practices. As consumer environmental knowledge of a wine tourism destination increases, consumer attitudes change, influencing perceptions of the environmental policies of a wine region. In this consumer-driven economy, it is therefore important to search for effective ways to market destinations, and one approach is selective marketing. By focusing on consumers in this manner, it is possible to understand better their concerns and motivations, which should aid in marketing and advertising efforts. This study investigated wine consumers environmental concerns and attitudes about wine regions. Results suggest environmental attitudes differed by demographics regarding the impact of wine tourism, providing ideas on further marketing efforts for those involved in wine tourism.
Introduction
Over the last decade, the general public and business sector, as well as US government and international agencies, have started to accept the broad concept of sustainable development. As suggested by Hart and the European Commission, this concept includes the view that economic growth and the protection of the environment can occur simultaneously, and are not competing aims. 1, 2 According to a recent analysis of Gallup's 2007 Environment Poll, overall US public concern for environmental quality has gradually increased since the onset of the post-9/11 era, with 61% of Americans expressing a sympathetic attitude toward the environmental movement. 3 It is also becoming evident that environmental consciousness has increased as consumer lifestyles change to integrate environmental considerations, such as purchasing decisions based on how products satisfy individual needs, while minimizing the negative impact on the natural environment. 4 Vermeir and Verbeke suggest buyers are not engaging in everyday consumption decisions, but rather are considering sustainable purchase consumption. Everyday consumption is driven by convenience, habit, value for money, personal health concerns, and individual responses to social and institutional norms. 5 In contrast, sustainable consumption is based on a thoughtful decision-making process that considers social responsibility in addition to individual needs and wants. 5 One possible opportunity for incorporating environmental responsibility into consumer behaviour and related tourism planning is to attract consumers who are fundamentally interested in protecting the environment and consequently behave in ways that lead to a smaller ecological footprint. 
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Empirical evidence indicates that environmental concern is a major factor in consumer decision-making, [6] [7] [8] and with green product markets expanding at a remarkable rate around the world, 9 companies are pursuing market opportunities in the production and promotion of environmentally sensitive goods and services. 7 In this context, segmentation analysis enables companies to target effectively consumers who are environmentally conscious. To determine the type of individual most concerned about the environment, researchers of green marketing have attempted to profile and segment consumers using a variety of demographic variables, including income, 7, 10 education, 11, 12 gender, 6, 11, 13 location of residence, 7, 11 and age 10, 11 in relation to concern for the environment. 14 Unfortunately, these studies have reported mixed results in explaining demographic environmental concerns. Other constructs such as consumer involvement and personality measures of behaviour, knowledge, and attitude have been shown to be promising predictors of ecological concern. 6, 7, 15 Wine production and the wine tourism industry have been promoted throughout the world; yet these activities are not without environmental, economic, and social issues. For example, in countries of the European Union several environmental projects have been implemented to assist wine tourism and viticulture development, including initiatives in Portugal, Greece, Germany, and Moldova. 16 As noted by Marshall, Cordano, and Silverman in a study of the development of a model of environmentalism related to wine, 17 the US industry is faced with increased pressure to practice better land stewardship.
This transformation is occurring perhaps in part due to winery violations of the Clean Air and Water Act 17 and debates over the use of pesticides. While the US wine industry has made strides to enhance its environmental stewardship through initiatives such as the Wine Industry's Code of Sustainable Winegrowing Practices, 17 one of the challenges of wine production in the 21st century is the ability to implement sustainable practices to meet the needs of environmentally aware consumers.
Thus, the purpose of this study was to investigate wine consumer market segmentation by determining how respondents' concerns about environmental issues and their impact on tourism destinations are influenced by gender, generation, attitude, involvement, subjective knowledge, and regions of the US where respondents live. The authors sought to contribute to sustainable wine tourism research, firstly, by updating the research on the influence of demographic and personality variables on environmental concerns and, secondly, by investigating the usefulness of selective marketing techniques in sustainable wine destination management. The resulting benefit to wineries and wine regions is that for those who individually or collectively support and carry out environmental practices, understanding consumer behavior and attitudes may allow for joint efforts in marketing and promotional strategies that will enhance businesses and communities.
Therefore, this study focused on wine tourism to investigate the relationship between consumer environmental involvement, environmental attitude, behavior, and intention to visit. It is possible that as consumer environmental involvement increases, consumer attitudes and behavior will change, resulting in intention to choose a travel destination on the basis of perceptions of the environmental policies of different wine regions, thus aiding in marketing and advertising efforts. As this overarching theme of investigation evolved, several specific research questions were developed to guide the study and are placed in context. First, to address these questions, the following concepts are discussed: Environmental tourism, wine tourism, environmentally conscious consumers, and personality and demographic variables, followed by the study research questions.
Environmental tourism
Tourism planners and tourism business operators increasingly have to take environmental issues into account. A large proportion of typical vacation activities are directly dependent on the natural resources at a destination. The effects of global environmental changes are already visible and more dramatic changes are predicted and expected to have major impacts on a range of tourism destinations. 15 Ecotourism seeks to promote tourism and at the same time conserve the environment. Yet many who manage hospitality and tourism properties do not view themselves as major contributors to environmental degradation. 18 As tourists and people engaged in the tourism industry become more aware of tourism's impact on global climate change, more attention is being given to the impact on the environment. Recent developments include "green" ecotourism resorts and lodging operations, even those working in wine regions are beginning to consider their environmental impact. 19, 20 This has motivated destination managers towards attracting consumers who are intrinsically interested in protecting the environment and behave in ways that lead to a smaller ecological footprint. To attract environmentallyoriented, conservation-minded tourists, Inskeep suggested selective marketing techniques should be used.
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Wine tourism
For the context of this study, wine tourism was considered. There were over 6,000 wineries in the US at the end of 22 Following the regional designations outlined above, 65% of the wineries are located in the Pacific region (California 50%), 7% in the mid-Atlantic region, 6.6% in each of the South Atlantic and East North Central regions, 4.0% in each of the Mountain, West North Central, and West South Central regions, with the remaining wineries in New England (1.8%) and East South Central regions. Wine tourism has been defined in terms of activities and motives, such as visitation to vineyards, wineries, wine festivals, and wine shows where wine tasting and experiencing the attributes of a wine region are the prime motivating factors for visitors, 23 and more comprehensively as a combination of consumer behavior, a destination development strategy, and a marketing opportunity for the wine industry. 24 Research has been conducted on what motivates people to visit wine regions, with results of the top 10 reasons listed at number four "to be in a beautiful rural setting" and at number nine "to learn about the 'green' aspects and eco-tourism". 25 However, the sustainability of wine tourism, which is being developed in many regions throughout the world, has come into question. 26 For example, benefits are sought for local residents and many question the costs of wine tourism. At the same time, special interest groups and ordinary residents want to preserve their natural environment and lifestyles. Finally, long-term economic sustainability, given increasing competition from other destinations, could affect demand for products and services. 26 Yet, the environmental performance of the wine industry, which faces a number of serious environmental issues, does not receive as much media attention as industries often characterized as "dirty". These issues include the application of toxic pesticides, herbicides, and fertilizer; the use of scarce water supplies; the creation of contaminated wastewater runoff; organic wastes; and the consumption of nonhazardous packaging materials. 20 As for consumers, there seems to be a true lack of understanding about the groups wine tourists fit into, which can vary according to their motivations and lifestyles. 27, 28 Hall suggests there may be three types of wine tourists, comprising wine lovers, those interested in wine, and just curious tourists, 29 while Ali-Knight and Charters suggested some wine consumers become wine tourists just to enhance their knowledge about wine. 30 Isaykina identified tourists at wine festivals as clustered into four groups, described as apathetic wine tourists, stress relievers, active outgoing persons, and family-and-fun oriented tourists. 31 Getz and Brown suggested wine tourism is a characteristic of cultural tourism, and that age and gender are important in understanding preferences for wine tourism experiences and destinations. 32 Females, searching for a different experience, are more likely than males to visit wineries. Females are likely to want more of a pleasant social experience, excellent customer service and a pleasant atmosphere. Males, especially older ones, are likely to be more knowledgeable visitors who will be specifically interested in and more critical of the wines. Finally, Nowak and colleagues found that by creating positive emotional experiences, wineries can cultivate relationships with millennial customers that may lead to long-term, profitable relationships through continued patronage and brand loyalty.
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Environmentally conscious consumers
In keeping with the techniques of selective marketing, it is useful to consider how a "true" environmental tourist might be defined. That is, for organizations to position their "green" products, services, and destinations, what are the personality and demographic attributes that distinguish sustainable consumption of products and services from other forms of tourist behavior? 34 Once identified, appropriate communication strategies can be developed.
According to Diamantopoulos and colleagues, 7 there is a need to take a closer look at the role of sociodemographics for profiling green consumers because they found many earlier studies failed to investigate the impact of sociodemographic variables on all components of environmental consciousness; namely, knowledge about green issues, attitudes towards environmental quality, and levels of environmentally sensitive behavior. However, evidence suggests there is little value in the use of sociodemographic characteristics alone for profiling environmentally conscious consumers, and consideration of personality variables should be taken into account in conjunction with demographics. 15, 35, 36 Examples of these variables include personality measures such as ideological expressiveness; 35 attitudes such as those toward pollution, and consumption patterns of ecologically responsible buyers. 15 Diamantopoulos and colleagues also suggested that many of the previous studies were based on data collected nearly 30 years ago, creating a potentially serious problem, because environmental knowledge, attitudes, and behaviors have undergone significant changes during this time. 7 They also noted several studies of the general public, particularly in the US, were limited to single states/regions and thus not broadly representative of the rest of the country.
Personality and demographic variables
To aid understanding of elements related to this market segmentation analysis, the next few paragraphs describe 
environmental involvement
Involvement has been defined as the relevance and importance a product or destination has to consumers and their purchase decision, and is considered as a central, meaningful, and engaging activity in his or her life. [37] [38] [39] [40] Involvement is considered as a continuum covering a wide range of cognitive and behavioral processes, and depending on the psychological stimuli, can be evoked differently. Thus, one would expect the level of involvement to influence attitudes and behaviors associated with purchasing and selection of a travel destination.
environmental knowledge
An important component of environmentally conscious consumer behavior is the increased awareness of the need for "green" information sources, which has been shown to influence consumer purchasing decisions. Martin and Simintiras found that the ability of consumers to answer objective questions on environmental issues correctly did not correlate with subjective environmental knowledge and purchase intention. 41 Research has shown that what consumers think they know about a product 37 or the environment was a better predictor of purchasing intentions than what they actually knew. 42 Therefore, in this study, a consumer subjective knowledge was used for the segmentation analysis.
environmental attitude
Attitudes are essential to consumer behavior research, and marketing often seeks ways to determine and modify attitudes about products, brands, and services. The main focus has been that by understanding attitudes, market research can better predict consumer behavior, thereby changing consumer attitudes to elicit an appropriate behavior. One purpose of knowledge is to help maintain strong attitudes, ie, those that are resistant to change and persistent over time. Eagly 43 and Chaiken and Barber and colleagues 6 suggested strong attitudes are often thought to be constructed on an extensive, well-organized knowledge framework that provides an informational basis for reactions to the "attitude object". When considering the environment, increased knowledge is considered a key component in changing environmental attitudes, and both environmental knowledge and attitudes are assumed to influence environmental behavior. 7, 44, 45 found significant correlations between participants' attitudes and knowledge, stating that the basis for many environmental problems and issues is irresponsible environmental behavior, and one of the most important influences on this behavior is attitude.
generational effect
There are demonstrable differences between age groups, particularly when grouped by generation cohorts, such as generation Y (millennial), generation X, and baby boomers. Major US consumer product companies consider the millennial generation, born between 1978 and 2000 as a segment with very high buying power, 33, 37 displaying strong support for social responsibility and high levels of concern about the world, the environment, poverty, and global issues in general. 46 This group is very technology connected through the use of social network web sites, 33 and many organizations have used this medium to market products and services. Members of the baby boomer generation, born between 1946 and 1964, were influenced by the 1960s decade, with music, events, and social changes leaving a permanent impression on them. Many voiced strong opinions about the need for clean air, clean water, a cleaner environment, and making the earth a cleaner and safer place. 47 Previous studies linking age to environmental concern have been mixed. Mohai and Twight found age to be a strong predictor of environmental concern, 48 while Guagnano and Markee found the opposite effect. 11 In the research reviewed by Diamantopoulos and colleagues, linkages between age and environmental consciousness that indicated younger people had higher levels of knowledge about environmental issues were established in only two studies. 7 Diamantopoulos and colleagues also found evidence that younger people support environmental reform and accept pro-environmental ideologies more readily than their elders. 7 
gender effect
The emergence of new conceptualizations of gender differences has led to a stream of research, whereby investigators found gender identity can be a predictor of certain consumer attitudes and behavior. 7, 49 Diamantopoulos and colleagues 3 determined by a meta-analysis of these studies, that a significant relationship between gender and environmental knowledge and consciousness exists, with most of the studies concluding males have higher and better knowledge about green issues than females; yet when environmentally conscious attitudes and behavior are considered, 7 females have both higher concern and participate more frequently in various types of green behavior (eg, energy conservation or recycling).
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One possible reason for this difference is the universal tendency to socialize girls toward nurturing and responsibility, whereas boys are socialized toward achievement and self-reliance. 50 Theoretical explanations of gender differences when considering environmental issues have been mixed, with Henderson suggesting women are more concerned than men, 51 while Davidson and Freudenburg, 52 Hunter and colleagues, 53 and Zelezny and colleagues 54 suggested females have higher environmental values than men. On the other hand, Guagnano and Markee suggested that females were likely to find environmental issues confusing and hard to understand. 11 
Regional differences
The respondents were grouped according to regional designations established by the US Census Bureau. 55 The investigation of regional differences in environmental concern follows from the idea that attitudes, values, and beliefs have historical and cultural roots, and these roots are specific to distinctive regions of the US. 11, 56 As an example, for American tourists and recent retirees living in the Southern region, the climate and landscape have become important. Today farming is less prominent in this region with tourism contributing greatly to the state and local economies. 55 Guagnano and Markee found that those living in the Pacific region are often considered as having distinctive views on the environment and have a unique environmental ethic 11 and, as reported by the Environmental Protection Agency, individuals living in the Pacific and Mountain regions and, more recently, the South Atlantic region are concerned about issues related to water shortages, while those in the New England region may be more concerned about issues such as acid rain and industrial pollution. 57 Yet, despite the growing concern and interest in environmental studies, the researchers failed to identify a study that currently explores regional differences in the US. Several researchers have compared the US with other countries and found, for instance, that Japanese and British respondents had fewer negative attitudes towards paying more for an environmentally sound product than did US respondents. 58 Guagnano and Markee over a decade ago explored regional environmental concern and demographics of age, gender, and attitudes.
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Research hypotheses
Given the discussion on personality and demographic variables and the overall literature review, the following research hypotheses were proposed:
• Highly environmentally involved consumers are more concerned about environmental issues and wine tourism destinations.
• Consumers with high environmental subjective knowledge are more concerned about environmental issues and wine tourism destinations.
• Consumers with high environmental attitudes are more concerned about environmental issues and wine tourism destinations. Given the limited research available and the strong social consciousness of younger US citizens, the following research hypothesis was proposed:
• Younger consumers are more concerned about environmental issues and wine tourism destinations. While there is a lack of convincing theory with regard to the impact of gender, based on the available empirical evidence, the following research hypothesis was proposed:
• Females are more concerned about environmental issues and wine tourism destinations. Given that there are no current data on regional environmental differences and consumer attitudes and beliefs, particularly with the regional population shifts of the past 20 years, the following research question was proposed: 53 • There are differences between consumers living in different regions regarding environmental issues and wine tourism destinations.
Methodology
Design of the study
Based on the concepts discussed in the previous section, this study used the general adult US population for its sample. Subjects were randomly selected from an email data base maintained by InfoUSA, Inc (http://www.infousa.com). 
Measures environmental involvement
Following the work of Zaichkowsky, 59 this construct was measured by modifying the product involvement questions to address the environment. Indicators of environmental involvement were "unimportant/important"; "means nothing to me/means a lot to me"; "insignificant/significant"; "does not matter to me/matters to me", each assessed on a seven-point bipolar scale.
environmental subjective knowledge
This construct measured respondents' perceived environmental knowledge. The instrument construction followed subjective environmental knowledge questions developed in previous wine studies by Amyx and colleagues, 42 Dodd and colleagues, 59 and Barber. 37 Three questions measured selfassessed environmental knowledge, each anchored between "very little" (=1) and "very much" (=7). An example of selfreported assessment of product knowledge is "How much do you feel you know about environmental issues?"
environmental attitude
Following work by Vermeir and Verbeke, 5 Milfont and Duckitt, 60 and Dunlap and colleagues, 61 the attitude inventory consisted of 10 questions rated on a Likert-type scale. The questions, anchored by 1 ("strongly disagree") and 7 ("strongly agree"), measured the overall relationship between wine production and wine tourism with the environment. An example of these indicators is "Wine tourism impacts surrounding communities located near the wine region".
Regional categorization
Other studies on regional segmentation have used regional categorization that is not as detailed and meaningful as set out by the US Census Bureau in 2008. 11 Therefore, respondents for this study were grouped according to regional designations established by the US Census Bureau. 15 
Four new variables were created for this study. Two variables followed work by Barber 37 and Dodd and colleagues. 59 First, a variable for attitude was created by categorizing the respondents as having "strong attitudes", "moderate attitudes" and "weak attitudes". The second variable was subjective environmental knowledge, categorized as "high subjective knowledge", "some subjective knowledge" and "low subjective knowledge". The third variable was environmental involvement, based on a study by Yuan and colleagues 39 which used the overall mean and distribution derived from data collected from their study, and classified the respondents into low or high involvement. The overall mean environmental involvement of the sample from this current study was found to be (M = 5.40, SD = 1.06) with a coefficient alpha in the reliability test of 0.90, indicating good internal consistency of the items. Respondents below 5.40 (excluding 5.40) were defined as low involved (n = 149) and those scoring above were considered high involved (n = 166), or those with strong involvement with environmental issues. Finally, the fourth variable was the generational issue determined by grouping respondents by birth year as "millennials" or "baby boomers".
Following the procedure used by Churchill, 62 a pilot study was conducted during December 2008 by emailing the survey URL to 60 individuals in six states. Cronbach's alpha coefficients were used for the item scales ranging from a low of 0.70 for environmental attitude to a high of 0.98 for environmental behavior. Based upon these results, a second pilot test was not seen as necessary and an analysis of the pilot respondents' demographics did not reveal any unusual characteristics that would require modification of the survey. was used to analyze the main and interaction effects of how respondents' beliefs about the impact of wine tourism on a community (four dependent variables) is influenced by the six independent categorical variables, ie, gender, generation, attitude, involvement, subjective knowledge, and region.
When calculating MANOVA a multivariate F value (Wilks' lambda) is reported and considered the most appropriate for this factorial design. 63 If MANOVA is significant, followup tests are performed. This is accomplished by conducting multiple ANOVAs, one for each dependent variable and, to control for Type I error, the Bonferroni inequality approach was used. 63 Post hoc pairwise comparison testing was performed if any of the ANOVAs were significant using the Scheffé method which tends to give narrower confidence limits and is, therefore, the preferred method and the most conservative with respect to Type I errors. Table 1 presents the overall and regional demographics. Forty-eight percent of the respondents were male (n = 150) and 52% were female (n = 165). Respondents had high levels of education, with 65% of the sample having earned at least a four-year college degree. Thirty percent of the respondents had an annual household income of less than $60,000, while 21% had incomes of over $120,000. The average age of respondents was 43 years and they reported an average of 20 years consuming wine. Overall, the sociodemographic background of the respondents (middle-aged, educated, and with higher incomes) mirrored the profile of wine consumers in general, 64 and was similar to data collected in a survey conducted by Barber. 37 Fifty-seven percent of the respondents were baby boomers, with millennials and generation X each at 20%. Millennials had consumed wine on average for four years, generation X for 15 years and baby boomers for 31 years. The average number of bottles (750 mL) purchased per respondent was nine per month, and the average total amount spent during this same period was $178, or $20 per bottle. Twelve percent of the respondents were from New England, 10% from the mid-Atlantic, 21% from the South Atlantic, and 17% from the West South Central.
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Results
Descriptive statistics
When asked how much more they would be willing to pay for tasting fees at a winery, to be sure that the winery would have the least possible negative environmental effects, 27% of the respondents said they would not be willing to pay more, while 58% said they would be willing to pay a 30% premium. Finally, when asked if they would be willing to pay an environmental travel fee to protect a wine region, 30% of the respondents said they would not be willing to pay such a fee, while 57% said they would.
Interestingly, there was a significant difference between males and females when asked how much more they would be willing to pay for wine to be sure that it has the least possible negative environmental impact t(235) = -7.99, P  0.01. Females stated they would be willing to pay a 77% premium, while males reported only a 50% premium, supporting the work by Hunter and colleagues 53 and Zelezny and colleagues 54 who found females to be more environmentally sensitive and concerned.
environmental subjective knowledge, involvement and attitude For subjective knowledge, 67 (22%) reported low environmental knowledge, 183 (58%) some environmental knowledge, and 65 (21%) high environmental knowledge. Respondents' overall reported moderate levels of subjective environmental knowledge (M = 4.6, SD = 1.1, on a seven-point scale), indicated they considered themselves somewhat knowledgeable about environmental issues. These results were similar to a study by Amyx and colleagues 42 where respondents reported moderate subjective knowledge. Interestingly, respondents considered themselves more knowledgeable than friends (M = 5.1, SD = 1.2) and much less so than environmental experts (M = 3.8, SD = 1.1). There were no differences in the overall response for males versus females (both M = 4.6); however, males did consider themselves much more knowledgeable when compared with friends (M = 5.6, SD = 0.9) than did females (M = 4.7, SD = 1.2).
As for environmental attitudes, 57 (19%) reported weak attitudes, 202 (63%) moderate attitudes, and 56 (18%) reported strong attitudes. Respondents had a strong overall attitude (M = 5.5, SD = 1.4) that there would not be enough water to meet demands, with strong feelings that the balance of nature is very delicate and easily upset (M = 5. There were generational differences in attitude. Overall, millennials had a strong attitude toward environmental issues (M = 5.5, SD = 0.9), followed by baby boomers (M = 5.0, SD = 0.8). Millennials felt very strongly that the balance of nature is very delicate and easily upset (M = 5.5, SD = 1.1). This supported studies by Howell and Laska that younger people were concerned with environmental issues, as were baby boomers. 47, 65 When considering the region of the US where respondents lived, overall environmental attitude was strongest in the East 
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North Central region (M = 5.4, SD = 1.3), with 53% of its respondents having "high" environmental attitudes, followed by the Mountain region (M = 5.0, SD = 1.4), the Pacific region (M = 4.9, SD = 1.3), and the New England region (M = 4.7, SD = 1.3). Respondents in the Pacific region found humans are severely abusing the environment (M = 5.8, SD = 1.3), while respondents in the Mountain region reported humans have the right to modify the natural environment to suit their needs (M = 5.9, SD = 1.4). Finally, those respondents from the West North Central region stated they were concerned there will not be enough water to meet their demands (M = 5.5, SD = 2.0).
Wine tourism
When respondents were asked how wineries and wine tourism influenced the environment, respondents believed strongly that wine tourism brings new income to a community and improves its economy (M = 6.1, SD = 0.9); at the same time, respondents also believed strongly that wine tourism must protect the natural and cultural environment (M = 5.3, SD = 0.9) and that proper wine tourism development requires wildlife and natural habitats be protected at all times (M = 5.1, SD = 1.0).
When respondents were asked about what they thought were the main issues with wine tourism, 63 (20%) considered that wine tourism created a scarcity of water, 126 (40%) viewed wine tourism as impacting the surrounding communities located near the winery/region, and 79 (25%) considered wine tourism to uses excessive amounts of energy. When considering these issues by region, 93% of the respondents in the West North Central region thought that wine tourism created a scarcity of water, 63% in the East North Central region, and 52% in the New England region.
Multivariate analysis of variance
The results of the MANOVA testing indicated there were significant differences found by gender (Wilks' Λ = 0. 922, F'(4, 174) F'(8, 348) = 16.16, P  0.00) on the dependent measures. Environmental involvement (the first research question) and subjective environmental knowledge (the second research question) were not significant. Analyses of variances (ANOVA) on each dependent variable were conducted as followup tests using the Bonferroni inequality approach, and are shown in Table 2 .
For the ANOVA on the gender, generation, region, and attitude independent variables, three dependent variables were significant. Post hoc analyses to the univariate ANOVA for the "protect", "development", and "improve" scores consisted of conducting pairwise comparisons to find which independent variable, ie, gender, generation, region, or attitude most strongly influenced the dependent variables. Each pairwise comparison was tested using the Scheffé method (see Table 3 ). The dependent variable "protect" is from the question Wine tourism must protect the cultural environment, the dependent variable "development" is from the question "Proper wine tourism development requires that wildlife and natural habitats be protected at all times", and the dependent variable "improve" is from the question "Wine tourism is good for a community's economy". *P  0.00; **P  0.01. Note: *Mean difference is significant at the P  0.00 level; **Mean difference is significant at the P  0.02 level; ***Mean difference is significant at the P  0.05 level.
gender For "development", there was a significant difference between males and females, with female respondents having stronger beliefs that proper wine tourism development requires that wildlife and natural habitats be protected at all times (M = 5.6, SD = 1.2) compared with males (M = 4.5, SD = 1.5), with the mean differences = -1.01, P  0.00.
generation
For the dependent variable "protect", there was a significant difference between millennials and baby boomers. Baby boomers reported stronger beliefs that wine tourism must protect the cultural environment (M = 5.2, SD = 1.3) than millennials (M = 4.5, SD = 1.1), with the mean differences = 0.799, P  0.00. For "development", there was a significant difference between millennials and baby boomers. Baby boomers reported stronger beliefs that proper wine tourism development requires wildlife and natural habitats be protected at all times (M = 5.8, SD = 1.0) than millennials (M = 5.6, SD = 0.9), with the mean differences = 0.177 (P  0.00).
Region
For "protect", there was a significant difference between East North Central consumers and those from the South Atlantic, with East North Central respondents having stronger beliefs that wine tourism must protect the cultural environment (M = 5.8, SD = 1.0) compared with South Atlantic (M = 4.9, SD = 1.3), with the mean differences = 0.876, P  0.00. For the dependent variable "development", consumers from New England reported that proper wine tourism development requires wildlife and natural habitats to be protected at all times (M = 6.2, SD = 1.1) compared with South Atlantic (M = 5.5, SD = 0.9), with the mean differences = 0.672, P  0.01. Finally, for the dependent variable "improve" those consumers from New England reported that wine tourism is good for a community's economy (M = 6.4, SD = 1.4) compared with South Atlantic (M = 5.6, SD = 1.1), with the mean differences = 0.792, P  0.00.
environmental attitude
For "protect", there was a significant difference between respondents with "high" or strong environmental attitudes 
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(M = 5.9, SD = 1.3) and those with "low" or weak attitudes (M = 3.0, SD = 1.2) that wine tourism must protect the cultural environment, with a mean difference of 2.941, P  0.00. For "development", there was a significant difference between those respondents with "high" environmental attitudes and those with "low" attitudes. "High" attitude respondents reported stronger beliefs that proper wine tourism development requires that wildlife and natural habitats be protected at all times (M = 6.3, SD = 1.4) than "low" involved (M = 3.2, SD = 1.3), with the mean differences = 3.031, P  0.00.
Interaction
Of greater interest were the results of the interaction testing, with the interaction between generation, region, and gender being significant (Wilks' Λ = 0.895, F'(8, 348) = 2.49, P  0.01). Post hoc analysis indicated that female baby boomers from New England reported significantly stronger beliefs that proper wine tourism development requires wildlife and natural habitats to be protected at all times (M = 6.8, SD = 1. 
Discussion
This study contributes to wine tourism research by investigating the usefulness of selective marketing techniques in wine destination management. The fundamental idea of the selective marketing approach is to attract certain kinds of wine tourists to the destination, ie, those who behave in an environmentally friendly manner. Selective marketing has been proposed by a number of authors in the past, but its feasibility has been hampered by inconsistent findings of research on the effects of demographics and personality variables on environmental concerns. The results of this study's multivariate analysis indicated that there were significant differences in respondents' beliefs about how wine tourism should impact a community, particularly when gender, age, region of the US, and environmental attitude were considered.
As proposed by the fifth research question, gender differences were found, with female respondents having stronger beliefs that wine tourism development requires wildlife and natural habitats to be protected at all times. This supports results from the studies by Arcury and Torgler and colleagues where they found gender was an important determinant of environmental attitudes and behavior, 36, 44 with Hunter and colleagues 53 and Zelezny and colleagues 54 indicating that females tend to exhibit both higher concern and participate more frequently in green behaviors. In fact, females reported much stronger attitudes toward environmental issues. These results contradict those of Guagnano and Markee, 11 who found that environmental issues were confusing and hard to understand for females.
There were generational differences, with baby boomers reporting stronger beliefs when compared with millennials, which was contrary to the fourth research question. Baby boomers reported that proper wine tourism development requires wildlife and natural habitats be protected at all times and that wine tourism must protect the cultural environment. This result was expected, given that Lee et al found many baby boomers have voiced strong opinions about the need for clean air, clean water, a cleaner environment, and making the earth a cleaner and safer place. 47 However, this result is contrary to that found by Tulgan and Martin 46 who reported that millennials were more environmentally concerned.
The sixth research question was found to be true, as expected. For the three dependent variables, "protect", "development", and "improve", the South Atlantic region found these variables less important than either the New England ("development" and "improve") and the East North Central ("protect") regions. Despite limited research on regions of the US, this difference is likely to be due to the different values and political views that are held in this region of the country.
Finally, the third research question was found to be true. The respondents with "high" or strong environmental attitudes believed that tourism destinations, particularly wine regions, need to consider the impact on the local community. These results support the results by Barber and colleagues 6 who found that consumers felt strongly that wineries were not doing enough to protect the local environment.
The interaction testing of generation, region, and gender suggest that geographic regions do have varying views about the environment and tourism and in fact the effect of a specific socioeconomic determinant differs depending on 
Managerial implications
Those who promote wine tourism destinations need to recognize marketing as the management of change. This can be accomplished through a sound selective marketing strategy which is considered to be an integral part of overall marketing. To provide target segments with appropriate products, wine producers, and destination managers must tap into the reasons why consumers choose to purchase, drink wine, or visit a wine region. These reasons could then guide destination marketing and wine producers to meet consumer expectations appropriately, thereby taking into account the cues that packaging or a destination transmits (eg, saving/recycling water in wine production or reduced chemical pesticides usage), instead of just focusing on positioning the product through short-lived messages send out by the media. For example, an advertisement for a tourist destination may target female travelers with discussion and visual cues on wineries in the area that promote water conservation and the protection of the region's natural and culture heritage.
Millennials strongly agreed that traveling to wine regions was for tasting wine and visiting the winery. They also had strong attitudes towards the impact of wine tourism and would pay for an environmental tasting or visitation fee. Pairing their attitude and willingness to pay an environmental fee with their reasons for visiting a wine region, newly formed environmental friendly wine trails may increase demand for environmentally friendly wines, thus enhancing their business. This could be accomplished though connections to social networking sites with visual feed on the environmental concerns and attitudes of the destination, as well as the environmental practices of wineries, which could draw consumers into the wine regions which offer positive experiences that in turn benefit particular wine regions. In addition, perhaps marketers involved in creating and distributing marketing and promotional materials about wines, wineries, and wine tourism regions via paper or electronic media could give more attention to the ecologically sound practices involved in the businesses. Therefore, rather than simply listing a particular winery "trail" in a region, the emphasis could be on the aspects of the wine industry that would include a "green" winery tour.
Another approach would be to profile light, medium, and heavy tourism travelers in an attempt to assess whether an expenditure-based segmentation approach could be beneficial to wine producers and regions. It has been demonstrated in other studies that wine consumers would be willing to pay more for an environmentally friendly wine. 6, 66 Thus an important part of this approach would be developing new strategies for ecological marketing by the redirecting of consumer needs and wants toward environmentally friendly wine products, such as organic wines, and reorientation of the product mix through repackaging and relabeling, all connected to the wine region destination and the use and application of environmental practices. Those promoting wine tourism may need to partner with those promoting destination regions and other tourism attractions to place further focus on the environmentally and socially sustainable aspects of the industry, thereby creating a win-win situation for regional tourism and the wine industry. Another strategy might be to work with local produce sales outlets to promote the ecologically friendly aspects of wine and other agricultural products such as those working to foster sustainable agriculture in various areas of the country.
Finally, the authors of this study found that environmental attitudes differed according to consumer demographics regarding their views of the impact wine tourism has on a community, and these findings may provide those involved in wine tourism with ideas for further marketing efforts. For example, it is noted that residency has an influence on the strength of a respondent's environmental attitudes. The logical implications for marketing managers suggest that for the target customer of those regions, marketers should appeal to the collective environmental goal. What this means to the wine industry specifically is needed in marketing, with a media approach directed toward different market segments. The idea of a "one advertisement" approach is not going to capture the different regional or generational markets nor begin to expand the wine industry toward more environmentally friendly consumers. 
Dovepress
Disclosures
The authors report no conflict of interest in this work.
